
ISSUE # 470 AUGUST 2026

DOES 
ANWAR 
IBRAHIM 

NEED AN AD 
AGENCY?



© All Rights Reserved By: Sledgehammer Communications (M) Sdn Bhd (289967-W) No part of this 
magazine may be reproduced in any form without prior permission in writing from the publisher. 
While every effort has been made to ensure the accuracy of the information in this publication, the 
publisher assumes no responsibility for errors, omissions and/ or for any consequences of reliance upon 
information in this publication. The opinions expressed in this publication do not necessarily represent 
the views of the publisher or editor. Advertisements are the sole responsibility of the advertisers.

Contents

Published by Sledgehammer Communications (M) Sdn Bhd. 22B, Jalan Tun Mohd Fuad 1, Taman 
Tun Dr. Ismail, 60000 Kuala Lumpur, Malaysia. Tel: 603-7726 2588. ham@adoimagazine.com. 

www.marketingmagazineasia.com

WELCOME TO THE 
FANDOM ECONOMY

ASIA IS NOT ONE 
MARKET: 

WHY APAC 
B2B GROWTH 

DEMANDS A LOCAL 
PLAYBOOK

THE CLIENT HAS 
NOT PAID US.

EDITOR’S NOTE

04

COVER STORY

19

THE FAT RED BOOK 
FOR CREATIVE 

REVOLUTIONARIES. 

28

23

08

PERHAPS THE 
MOST IMPORTANT 
ADVERTISING PITCH 
IN MALAYSIA RIGHT 
NOW ISN’T FOR 
A BANK, TELCO 
OR CAR 
COMPANY.



“FANS DO MORE 
THAN FOLLOW...
THEY CARRY 
STORIES, 
MEMORIES AND 
LEGACIES ACROSS 
GENERATIONS.”  
P. Ramly 

“IN THE FUTURE, 
ARTISTS WILL GET 
RECORD DEALS 
BECAUSE THEY 
HAVE FANS, NOT 
THE OTHER WAY 
AROUND.” 
Taylor Swift 

“MY FANS 
DESERVE TO 
KNOW WHAT’S 
GOING ON.”
Céline Dion 

“YOU JUST PRAY 
THAT YOUR FAN 
BASE IS OPEN-
MINDED ENOUGH 
TO GROW WITH 
YOU.”
Ne-Yo 

“FAME CREATES 
AN AUDIENCE; 
AUTHENTICITY 
CREATES 
FANS.”  
HAMANOID
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EDITOR’S NOTE

THE 
CLIENT 

HAS 
NOT 
PAID 
US.

It is one of the most 
familiar sentences in 
the communications 

business. It is also one 
of the most damaging.

“The client has not paid us.”

Then come the supporting lines.

“Can you resend the invoice, 
please?”  

“Again”

“The person signing the cheque 
is on leave.”

“We missed this month’s payment 
cycle.”

“Finance is still processing it.”

A week passes. Then another. 
The work was completed months 
ago, but the supplier is expected to 
continue financing everyone above 
them.

An agency uses the client’s late 
payment to explain why a production 
house has not been paid. 
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A contractor repeats the excuse 
to a freelancer. Somewhere at the 
end of the chain, a smaller business 
waits for money it has already 
earned.

When a client has not paid, the 
agency is often not brave enough to 
take the matter to the client’s boss. 
It keeps sending polite reminders 
while avoiding any confrontation that 
might damage the relationship. But 
if the agency is afraid to challenge 
the person holding the budget, what 
chance do its suppliers, freelancers 
and everyone else downstream 
have?

The supplier did not enter into 
an agreement with the agency’s 
client. The supplier entered into 
an agreement with the agency. 
Passing the delay down the chain 
simply transfers financial risk to the 
business least able to carry it.

The work, meanwhile, has 
already been delivered.

Crew members have been 
booked. Equipment has been 
rented. Media space has run. 
Writers, designers, photographers, 
printers, caterers and event teams 
have done their jobs. Salaries, rent 
and statutory obligations cannot be 
postponed because somebody is on 
leave.

Nor should suppliers repeatedly 
have to resend invoices that 
were submitted correctly. If an 

organisation can track campaign 
deadlines, media schedules and 
performance metrics, it should be 
able to locate an invoice.

Yet late payment has become 
normalised.

A 30-day term becomes 60 days. 
Sixty becomes 90. At 90 days, the 
supplier learns that the invoice 
missed another payment cycle, an 
approval is outstanding or finance 
needs one more document. 

The consequences are serious. 
Small agencies and vendors borrow 
money to cover payroll while waiting 
for invoices to clear. Business 
owners delay hiring, reject projects 
and use personal savings or bank 
O/D to keep operating. Freelancers 
face household bills without the 
protection of a corporate balance 
sheet.

Good companies pay people 
when they promise to pay them. 

Good agencies protect their 
suppliers. 

Good clients understand that 
trust is demonstrated through 
conduct.

“The client has not paid us” may 
explain the problem.

It should never become an 
excuse. 

“The client has not paid us” 
may explain the problem. 
It should never become an 

excuse. 
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LETTER TO EDITOR

Love the ‘roar’ that has comes 
forth from your keyboard and the 
accompanying furore arising from the 
Sledgehammer megalith channels of 
communication. 

Undoubtedly, brother Stephen 
Bong was a Goliath in the 
MassComms industry. 

May I just digress a bit.

When Bates won over the 
Guinness account, and at the 
‘ceremonial handover’ conducted, 
Bongo paid tribute to our service 
team; not only that, he personally did 
spent time to ensure that we were 
‘Guinness-ly exposed’ by taking us to 
his favourite oasis spots in the KL/PJ 
area.

To me, and my guys, we 
cherished the priceless on-the-spot 
learning curve from a great ad mate 
and friend…..

Bongo! One who truly lived and 
breathed our Clients’ brands.

My badminton partner, the 
late Kin Mun and I, received truly 
praiseworthy compliments from him, 
whenever he was on ‘court’!  On 
behalf of the  two of us , our sincere 
thanks. We just played our usual 
less energy-taxing game! 

Stephen was a world-class 
badminton player.

And thanks for bringing your 
scores of students over to meet us 
and even provide able and capable 
assistance where needed on Agency 
projects.

Bongo, we will all miss you. 

And may your jolly soul rest in 
peace! 

CHARLES CHEW 

BRAVO 
BONGO!



SUBMIT YOUR 
ENTRY NOW

https://expertschoiceawards.com/
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PERHAPS THE 
MOST IMPORTANT 
ADVERTISING PITCH 
IN MALAYSIA RIGHT 
NOW ISN’T FOR 
A BANK, TELCO 
OR CAR 
COMPANY.
It may be for the 
Prime Minister.
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Because Datuk Seri Anwar 
Ibrahim has a problem. And 
increasingly, it looks like a 
communications problem wrapped 
inside a political problem.

His political coalition has faced a 
series of electoral setbacks. Every 
defeat increases the pressure. One 
loss can be explained away. Two 
become uncomfortable. Three start 
changing the conversation.

And that conversation inevitably 
moves inside.

Who got the strategy wrong? 
Who chose the candidates? Was 
the message wrong? Has reform 
moved too slowly? Has compromise 
gone too far? Should Pakatan 
Harapan distance itself from Barisan 
Nasional? Should it get closer? Who 
takes responsibility?
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And eventually, the most 
dangerous question in politics: who 
is looking after whom?

This is the extraordinary political 
construct Anwar has to manage.

He doesn’t really lead one 

political machine. He presides over 
a coalition of coalitions, containing 
parties that spent years attacking 
each other before the 2022 general 
election produced a hung parliament 
and political necessity brought 
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former opponents together.
PKR. DAP. Amanah. UMNO and 

Barisan Nasional. GPS. GRS and 
others.

Yesterday’s enemies became 
today’s partners.

It gave Malaysia a government, 
but it also created one of the most 
complicated political communications 
briefs imaginable.

Who actually speaks for this 
government?



ISSUE470 AUGUST 2026 | WEEKENDER
COVER STORY

12

Anwar? PKR? DAP? UMNO? 
PH? BN? The Cabinet? Party 
leaders? The grassroots?

They can sit together in Putrajaya 
while competing elsewhere. 
Cooperate at federal level while 
fighting for votes on the ground. 
Defend the same government on 
Monday and attack each other’s 
parties on Saturday.

Try putting that into a 30-second 
commercial.

This arrangement may make 
perfect political sense to the people 
operating inside it. To ordinary 
Malaysians, it can be bewildering.

And electoral defeats make 
everything harder.

Losing changes political 
organisations. Suddenly every 
strategy is questioned, every 
compromise is reconsidered and 
every ambitious politician begins 
calculating what comes next.

Call it manoeuvring, positioning, 
factionalism or backstabbing. It 
happens everywhere.

The danger is when political 
anxiety becomes panic.

Panic rarely announces itself. It 
arrives disguised as activity.

More meetings. More statements. 
More strategies. More consultants. 
More slogans. More explanations. 
More people insisting everything is 
fine.

And eventually so many people 
are communicating that nobody 
knows what the message is 
anymore.

Which brings us back to 
advertising.

Imagine Anwar Ibrahim walking 
into a good agency tomorrow 
morning.

Before discussing TikTok, 
television, billboards, influencers or 
campaign slogans, a smart strategist 
would ask him one uncomfortable 
question:

What exactly do you want 
Malaysians to believe about you?

Not six things.

One.

That is positioning.

And Anwar once possessed 
one of the most powerful pieces of 
political positioning Malaysia has 
ever seen.

Reformasi.

One word carried an entire 
movement.

... Call it 
manoeuvring, 
positioning, 
factionalism or 
backstabbing. 
It happens 
everywhere.
The danger is 
when political 
anxiety 
becomes panic...
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Change. Resistance. Justice. 
Hope.

But there was a problem nobody 
needed to solve back then.

The insurgent eventually became 
Prime Minister.

The outsider became the 
establishment.

The man demanding change 
became the man responsible for 
delivering it.

And governing required 
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compromises that campaigning 
never did.

That is where the Anwar story 
became harder to tell.

He spent decades explaining 
what he was fighting against.

Now he has to explain what he is 
building.

This is why Anwar doesn’t need 
an advertising agency to make 
prettier posters. He certainly doesn’t 
need larger photographs of himself. 



ISSUE470 AUGUST 2026 | WEEKENDER
COVER STORY

15

He doesn’t need another slogan and 
Malaysia doesn’t need propaganda.

He needs strategic 
communications at the highest level.

He needs people prepared to 
walk into the room and ask questions 

politicians don’t always enjoy 
hearing.

What do Malaysians think you 
stand for?

What do you want them to think 
you stand for?
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Why is there a gap?
Why are some voters walking 

away?
What are Malaysians worried 

about when they sit around the 
dinner table?

And what can communications 
actually fix?

Because there is another 
uncomfortable truth every good 
agency should tell its client.

Advertising cannot rescue a bad 
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product. If Malaysians are unhappy 
about prices, wages, reforms, taxes, 
subsidies or political compromises, 
no brilliant campaign can make 
those concerns disappear.

The product has to work.

But complicated products also 
need explaining.

And few products are currently 
more complicated than Anwar’s 
coalition government.

Imagine the brief landing on an 
agency desk.

Client: Anwar Ibrahim.
Product: A government 

comprising former political enemies.
Problem: Malaysians struggle to 

understand exactly what it stands for.
Internal stakeholders: Too many.
Political pressure: Rising.
Electoral warning lights: Flashing.
Objective: Restore clarity, 

confidence and purpose.
Desired response: “Now I 

understand where this government is 
taking Malaysia.”

There are agencies in Kuala 
Lumpur that would kill for that brief. 
They should also be terrified of it.

Because this isn’t advertising.

It is brand surgery.

Anwar’s biggest communications 
problem today is not visibility. 
Everybody knows Anwar Ibrahim.

It is coherence.

He has too many constituencies, 
too many stakeholders, too many 
compromises and too many 
competing voices around him.

And when elections are lost and 
politicians begin worrying about 
survival, message discipline is 
usually the first casualty.

Anwar spent decades convincing 
Malaysians that Malaysia needed 
change.

Now comes the much harder job.

He has to convince them that the 
change they are living through is 
taking them somewhere worth going.

So, does Anwar Ibrahim need an 
ad agency?

Perhaps the question is no longer 
whether he needs one.

It is whether there is an agency 
good enough, brave enough and 
independent enough to tell the Prime 
Minister what he may not want to 
hear.

Because right now, Anwar doesn’t 
need advertising.

He needs a bloody good 
advertising agency.

... He has too many 
constituencies, 
too many 
stakeholders, too 
many compromises 
and too many 
competing voices 
around him...
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CREATIVE SHOWCASE
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FANDOM

WELCOME 
TO THE 
FANDOM 
ECONOMY

Astro is making a provocative bet 
on the future of media: audiences are 
no longer enough. Brands need fans.

For decades, media followed a 
simple formula.

Create content. Attract an 
audience. Sell that audience to 
advertisers.

That model is still alive. But 
something more powerful is growing 
around it.

Fandom.

A fan is not simply a viewer.

A viewer watches.

A fan talks. Shares. Creates. 
Buys. Turns up. Joins communities. 
Follows talent. Recommends shows 
and keeps stories alive long after 
the programme, match or movie has 
ended.

Astro describes fandom as a 
community built around shared 
passion, where people participate, 
influence one another and help 
shape the culture surrounding what 
they love.

For marketers, that distinction 
matters.

FROM REACH TO 
RELATIONSHIP

According to research cited by 
Astro, 87% of Gen Z identify with a 
fandom or interest community that 
helps shape who they are, while 
65% consider themselves content 
creators.

The audience is becoming part 
of the media.

They are producing, remixing 
and distributing culture themselves.

So the traditional question, 
“How many people did we reach?”, 
may need another question beside 
it:

“How many people cared 
enough to do something?”

Astro already has some 
compelling evidence.

Keluang Man generated 58 
million video views and 10 million 
TikTok trailer views. Its Fun Run 
attracted 7,000 participants, while 
a branded Wonda collaboration 
sold three million cans.
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FANDOM

Kahar: Kapla High Council 
clocked 374 million TikTok views.

That is entertainment escaping 
the screen.

A movie becomes a conversation. 
A character becomes merchandise. 
A story becomes an event. A fan 
becomes a participant.

And somewhere inside all that 
activity sits a brand.

MALAYSIA IS MADE 
FOR FANDOM

Malaysia is particularly interesting 
because its passions are so 
fragmented.

Astro’s fandom universe stretches 
across languages, food, religion, 
health, finance, anime, horror, 
romance, K-drama, K-pop, sport, 
patriotism and identity.

Malaysia isn’t one audience.

It is hundreds of tribes.

For advertisers, that changes the 
proposition.

Instead of simply buying “18 to 34 
urban adults”, brands can potentially 
enter communities already united 
by something they genuinely care 
about.

Sport demonstrates this 
beautifully. Astro cites 88% of 
Malaysians saying badminton is 
their most anticipated sport, while 
74% of fans associate brands with 
memorable sporting moments.

That is a very different 
relationship from interrupting 
somebody with a commercial.

THE SCREEN IS ONLY 
THE BEGINNING

Astro’s bigger idea is that fandom 
no longer lives in one place.

Television creates belonging. 
Digital enables discovery. Social 
media amplifies conversation. Live 
experiences bring communities 
physically together.

For brands, the opportunities 
now stretch from merchandise and 
content spin-offs to micro-dramas, 
influencers, social commerce, 

... Fandom has turned 
entertainment into 
something larger and 
less controllable. A 
film no longer ends 
when the credits roll. 
It escapes into TikTok, 
Instagram, fan events, 
merchandise and 
endless conversations 
between people...
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podcasts, music and on-ground 
experiences.

Suddenly, the media plan doesn’t 
end with the advertising spot.

It may begin there.

The smartest brands will not 
simply sponsor fandom. They 
will find ways to become useful, 

entertaining or meaningful within it.
Because fandom cannot simply 

be bought.

It has to be earned.

And perhaps marketers need 
one more metric alongside reach, 
impressions, CPMs and clicks.

PASSION.

Reach tells you how many people 
saw you.

Fandom tells you how many 
people cared.
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MALAYSIAN CREATIVE 
LEADER RONALD NG 
DEPARTS MRM AFTER 
NEARLY SIX YEARS AS 
GLOBAL CCO

Pageviews: 3,102

HOW POPULAR CULTURE 
CAN HUMANISE EDUCATION

Pageviews: 2,972

LIVING RENT-FREE: INSIDE 
NETFLIX’S VIRAL “LAST 
HOUSE” BILLBOARD STUNT

Pageviews: 3,011

THE DEVIL IS NOT IN THE 
MACHINE

Pageviews: 2 ,587

(07th August – 14th August 2026)

AN ADVERTISING 
STALWART 
PASSES ON
Pageviews: 3,305

https://marketingmagazineasia.com/malaysian-creative-leader-ronald-ng-departs-mrm-after-nearly-six-years-as-global-cco/
https://marketingmagazineasia.com/how-popular-culture-can-humanise-education/
https://marketingmagazineasia.com/living-rent-free-inside-netflixs-viral-last-house-billboard-stunt/
https://marketingmagazineasia.com/the-devil-is-not-in-the-machine/
MARKETINGMAGAZINEASIA.COM
https://marketingmagazineasia.com/an-advertising-stalwart-passes-on/
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B2B IS NOT BACK 2 BACK

Green Hat’s Shawn Low explains 
why regional growth depends 
on reading each market closely, 
balancing brand with demand and 
respecting the relationships behind 
complex buying decisions.

Shawn is Regional Director for 
Asia at B2B agency Green Hat. 
Based in Singapore, he leads the 
agency’s growth and client work 

ASIA IS NOT ONE MARKET: 

WHY APAC 
B2B GROWTH 

DEMANDS 
A LOCAL 

PLAYBOOK
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across the region. His career 
spans B2B and B2C, agency and 
client-side roles, publishing and 
technology. Previously, he led social 
and digital at Grey Group and spent 
more than 15 years with Lonely 
Planet. He has worked with brands 
including IBM, Lenovo, Nestle 
Professional and Mimecast.

For global B2B brands searching 
for their next growth frontier, Asia 
presents enormous opportunity—but 
it resists easy generalisation. In a 
conversation with Marketing Parrot’s 
Hando Sinisalu, Green Hat’s Shawn 
Low argues that the first mistake 
marketers make is treating APAC as 
a single, uniform market.

Based in Singapore and 
working with clients across the 

region, Shawn sees a landscape 
of 20 or 30 countries shaped by 
different languages, laws, cultures 
and systems of government. 
North America may offer relative 
consistency, but APAC behaves 
more like Europe: connected 
commercially, yet deeply varied in 
practice.

That variation is precisely 
where the opportunity lies. Mature 
and saturated markets in Europe 
and North America are pushing 
companies to look towards India, 
Indonesia and Thailand for growth, 
while Singapore and Malaysia 
remain strategically important. 
Sector dynamics also differ sharply. 
Malaysia is attracting attention 
around AI infrastructure, cloud 

... Korea and 
Malaysia may 
also place 
significant 
value on trusted 
networks. Yet 
reducing Asian 
B2B entirely to 
lobbying and 
connections 
misses the larger 
change taking 
place inside the 
buying process...
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should lead, when activity should 
shift towards demand, when sales 
should take over and which metrics 
belong at each stage of the journey.

That demands genuine B2B 
expertise. A volume-led approach—
pushing messages through 
consumer-oriented platforms and 
allowing algorithms to optimise—
does not account for a buying party, 
a long cycle or the information 
stakeholders need at different 
moments. Specialist teams must 
understand messaging, content, 
channels, technology, attribution 
and value proposition, while 
helping clients navigate the entire 
commercial journey.

The same local intelligence 
matters inside multinational 
organisations. When a client team 
is distributed across Thailand, 

and computing power, while 
manufacturing is a powerful growth 
story in Vietnam and Thailand. As 
Shawn puts it, the truth is in the 
details.

Relationships still matter—but not 
in the same way everywhere. Shawn 
notes that early deals in Singapore 
can be accelerated by salespeople 
who already know decision-makers 
inside target organisations. Korea 
and Malaysia may also place 
significant value on trusted networks. 
Yet reducing Asian B2B entirely to 
lobbying and connections misses the 
larger change taking place inside the 
buying process.

Buying groups are getting bigger. 
Green Hat’s research with 6sense 
points to buying parties of eight, ten 
or even twelve people and sales 
cycles lasting between 12 and 24 
months. Influence therefore extends 
beyond one senior executive. 
Marketers must address the 
wider committee, understand the 
concerns of different stakeholders 
and recognise that every participant 
carries some degree of risk.

This is where brand plays two 
distinct roles. For an established 
company, brand provides 
reassurance: it tells decision-makers 
whose reputations may be tied to the 
purchase that the vendor is a safe 
choice. For a challenger, brand must 
create a reason to take a chance by 
making its difference unmistakable.

Brand, however, cannot work in 
isolation. Shawn’s view of effective 
B2B marketing is more fluid: 
marketers need to know when brand 

... Marketers 
must address 
the wider 
committee, 
understand 
the concerns 
of different 
stakeholders 
and recognise 
that every 
participant 
carries some 
degree of 
risk...
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teams possess. Asia may be the 
next frontier, but only marketers 
willing to see its differences will 
capture its potential.

Hear Shawn Low at the ASEAN 
B2B Conference 2027

Take the conversation further 
at the ASEAN B2B Conference 
2027 - two days of B2B strategy, 
creativity and commercial insight. 
Registrations are now open, and 
the conference is HRDC claimable. 
REGISTER AND DISCOVER THE 
CONFERENCE or contact Ruby 
at +603-7726 2588 or ruby@
adoimagazine.com.

Malaysia, Australia and other 
markets, cultures often blend. 
But when decision-making is 
concentrated within one country, 
local language, etiquette and 
relationships become much more 
important. Salespeople and account 
managers need to be close to the 
market and its stakeholders.

Regional marketers face another 
complication: headquarters often 
controls the content, messaging, 
tools, data and technology stack. 
That can restrict an APAC team’s 
ability to run account-based 
marketing or adapt a global 
programme to local realities. Shawn 
describes global as holding ‘the keys 
to the castle’. The practical challenge 
is securing enough access and 
flexibility to make regional marketing 
work.

The lesson is not that APAC 
needs an entirely separate theory 
of B2B marketing. It is that strategy 
must become specific. Growth 
comes from understanding how 
industries develop, how decisions 
are made, which relationships carry 
weight and how much freedom local 

12TH & 13TH JANUARY 2027
KLGCC CONVENTION CENTRE

T H E  A S E A N  B 2 B

CONFERENCE 2027

... Growth comes 
from understanding 
how industries 
develop, how 
decisions are made, 
which relationships 
carry weight...

https://marketingmagazine.com.my/b2b/
https://marketingmagazine.com.my/b2b/


BY RAJIV LAL

27TH OCTOBER, 2026
KLGCC CONVENTION 

CENTRE
ROOF GARDEN

AN AI WORKSHOP FOR LEADERS

APPROVED HRD CORP 
TRAINING PROGRAM 

NO 10001735282

AGE OF AI

DIFFERENTIATION
IN THE
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COWARDS DON’T GO TO HEAVEN

was given his walking papers. With 
three months’ severance. Oh, the joy 
of working for bean-counters.

WHAT HAPPENED 
NEXT BECAME A 
BOOK.

Cowards Don’t Go to Heaven is a 
13,000-word manifesto on the eight 
creative habits that Cheong believes 
are the only antidote to what he 
calls the great creative pollution: the 
tsunami of forgettable, disposable, 
algorithmically-optimised work that is 
slowly suffocating the industry like a 
boa constrictor. It is not an attempt at 
self-aggrandisement. It is not a self-
help book. It’s asking a question: Is 
the Horseshit Sensurround making 
you gag? Good. So is Cheong. This 
book is his answer.

The book was written entirely 
by hand. Not typed. Written. Every 

The Fat 
Red Book 
for Creative 
Revolutionaries. 
(Wear Boxing 
Headgear When 
Reading.)

Eugene Cheong has spent four 
decades making work that refuses to 
be ignored. Over his career at Ogilvy 
Asia Pacific — the last ten years as 
Chief Creative Officer — he piled 
up more than 250 Cannes Lions (he 
stopped counting), led the network to 
seven consecutive Creative Network 
of the Year titles, and was named 
by D&AD as one of the 50 greatest 
copywriters in history. In 2020, he 
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agency Gigil (in 
which a hand emerges from 

between the pages of the book 
and slaps an unsuspecting creative 
into enlightenment) has since been 
viewed across 11 countries. The 
book is nearly sold out in Asia. The 
word is out.

For Malaysian creatives and 
marketeers, Cheong needs 
no introduction. His influence 
on the regional industry spans 
generations. The eight creative 
habits he prescribes (courage, 
idealism, curiosity, playfulness, free-
spiritedness, intuition, authenticity, 
and persistence) are not abstract 
philosophy. They are the lived 
practice of someone who has been 
in the room when the greatest work 
in Asia was made.

“99.99% of advertising 
is pollution,” Cheong writes. 
“Forgettable. Invisible. It 
contaminates culture and wastes the 
brief lives of the people who make it. 
This book is about the 0.01%, and 
the backbone it takes to get there.”

In an industry being reshaped by 
AI, that vertebral column has never 
mattered more.

Cowards Don’t Go to Heaven is 
published by Victionary, Hong Kong. 
To order a copy of the Fat Red Book, 
click here.

single one of those 13,000 words. 
In Indian ink and charcoal. The 
medium, as Marshall McLuhan once 
said, is the message. In an age of 
AI-generated content, the decision 
to write every word by hand is itself 
an argument: about craft, about 
authenticity, about what it means to 
make something that truly belongs to 
you.

Illustrated with 71 hilarious 
drawings by British illustrator Simon 
Spilsbury, the book is as much a 
visual experience as a written one: 
it is what is known in German as 
Gesamtkunstwerk, or total work 
of art. Spilsbury’s mischievous 
drawings do what Oscar Wilde 
prescribed: they make the truth 
easier to swallow.

The book launched at D&AD 
headquarters in London on June 
9 to considerable fanfare. A social 
media campaign and Slap film 
produced by Manila-based creative 

“99.99% 

of advertising 
is pollution,” 

https://bit.ly/OrderCDGTH



